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4.LeadersTrainingCourseCampaign....ths  campaign includes both recruiting and retention activi-
ties, first to attract eligible sophomores and transfer students to attend LTC
then to contract camp graduates for entry into MS III.

5. Advanced Placement Campaign . . . this campaign targets eligible veterans, reservists, and
guardsmen for direct entry into MS III or registration in MS II courses. Some battalions
include advanced placement recruiting objectives in their registration campaigns instead.

The level of importance of each campaign varies from campus to campus. Battalions at state com-
muter schools, for example, may find a strong market for advanced placement of veterans, whereas
battalions at private schools would not likely have many veteran students.

What about special target audiences?

Battalions should carefully define the eligible audiences for each campaign so that activities can be
effectively targeted. A battalion should also define the key segments of the audience which require
personal recruiting attention during each campaign. Nurse students, for example, may be of
special importance during several campaigns. Typical campaign audiences are:

CAMPAIGNS

TARGET
AUDIENCE:

New Freshmen

Freshmen

Sophomores

Entering Transfers
(as eligible)

Vets/Reservists/
Guardsmen

Special Mission
Segments, e.g.
Nurse, Engineer
(as eligible)

INCOMING
FRESHMEN

X

X

REGISTRATION SCHOLARSHIP CAMP ADV
PLACEMENT

X

X X X X

What goes into a campaign?

1. Personal Selling Activity.. .the essential element of any campaign is personal recruiting contact
with eligible prospects. For each campaign, a battalion must precisely define:

a. What students are to be personally recruited during the campaign?
b. Who is responsible for making the recruiting contacts?
c. When must the personal recruiting be accomplished?

Few campaigns succeed if the battalion fails to identify and initiate contact with adequate
numbers of eligible prospects. Successful selling requires careful prospect management and
tracking from campaign to campaign. For example, battalions receive numerous referrals of high
school students from national mailings via the National Referral List; these same students may continue
to be good prospects for on-campus registration campaigns, 3-year scholarships, and even LTC.
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How to plan a campaign.

Planning a campaign requires (1) an assessment of the target audience and the environment sur-
rounding the prospect, (2) a knowledge of the tools available for communication with prospects, and
(3) the development of specific detailed actions tailored to fit the situation. The following questions
need to be answered in developing your campaign plans. Sample campaign plans are provided in
each section of this book.

1. What are the specific objectives of this campaign?

a. Number of applicants or enrollments expected or needed from this campaign?
b. Number of prospect appointments required to yield the expected number of applicants/

enrollments?
c. Number of prospects which must be contacted in order to generate the required number of

appointments?

2. Who is the target audience? How large? How can it be refined so we can zero in on guality,
eligible prospects?

3. What environmental factors will affect the prospect during the campaign?

a. What events and activities does the prospect audience participate in during the campaign
period? What is the prospects’ living environment during this period?

b. What actions are required of the prospect audience during the campaign period (e.g., regis-
tration process on campus)?

c. How does the prospect receive information throughout the campaign period?
d. What sources of information about prospects are available during the campaign?
e. Who are the influential people in the prospects’ environment? Who will come in contact with

the target audience during the campaign period?

4. What forms of competition could diminish the effectiveness of ROTC promotional efforts
(e.g., exam periods, spring break, etc.)?

5. What battalion efforts were made last year? With what results? How could they have been
improved?

6. What actions, that fit the situation, should the battalion undertake in order to meet the cam-
paign objectives?

a. What students are to be personally recruited? Who is responsible for making the recruiting
contacts? When must the personal recruiting be accomplished?

b. How do we most efficiently communicate with the prospect? What media are available for
advertising and/or publicity?

c. What existing events are appropriate for ROTC participation? How can ROTC achieve visibil-
ity and access to prospects during these events? What activities might the battalion sponsor to
attract prospects?

d. How can interested students be identified? Are all sources of prospects being used...national
and local (admissions, campus referrals, battalion mailings, etc.)?
How can these leads be refined? How can the battalion make it easy for prospects to inquire?

e. What is the best timing for battalion communications, events, etc.? What are the critical
prospect decision points to be influenced?

f. What influencers should be contacted? When?
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2. Customized Ads For Unique Situations.. .The materials contained in  the LAPS catalog should
satisfy virtually all battalion advertising requirements. If you encounter a situation requiring
more extensive customizing of ad copy, contact the Regional Account Supervisor (RAS) at your
region headquarters for assistance.

3. Battalion promotional materials must conform to guidance provided in Cadet Command
Regulation 145-4 and this SMART Book. Locally developed materials must be submitted to
region headquarters for approval.
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